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Abstract: Language forms the very basis of media, and an analysis of the language of media becomes 
interesting as it is a forum where a range of disciplines of knowledge intersect via language. Therefore, 
discourses created by media touch upon different disciplines of knowledge tangentially. It serves to define 
what is of political concern, economic importance, cultural interest to us; we live in what is often described 
as media culture. Thus, media virtually has become our imposed socio-politico-economic guiding force in 
developing, shaping and channelizing our opinions which are ''received opinions'', thereby manipulating 
power to its favor creating a ''media-hegemony''. Our knowledge, identities, perceptions, ideologies, socio-
political attitude, etc. are realized, asserted, and developed through language. 
Media largely achieves it by using subtle socio-political and ideological values in crafty and implicit 
employment of linguistic resources. Critical Discourse Analysis is that trans-discipline which takes into 
account various contexts and manipulation that people bring in when they interact in real contextual 
situations.  
To understand the internal mechanism of media an attempt has been undertaken in the paper by analyzing 
one of the videos of political concern which is collected from the social networking site namely YouTube. 
For the purpose of data analysis, Norman Fairclough's framework of three dimensional analysis to Critical 
Discourse Analysis- textual, discursive, and sociological- has been followed. 
Keywords: media culture, media hegemony, Discourse Analysis, Critical Discourse Analysis (CDA) 
1. Introduction:  
Power, broadly speaking, is the ability to influence 
or control the behavior of people. It can be seen as 
various forms of constraints on human action but 
also makes that action possible sometimes. Power 
is related etymologically to the French word 
„pouvoir‟ and the Latin „potere‟, both of which 
mean „to be able‟. (Dowding, 2011, p.522) 
 “Power is everywhere: not because it 
embraces everything, but because it comes from 
 everywhere. … Power is not an institution, 
nor a structure, nor a possession. It is the  name 
 we give to a complex strategic situation in 
a particular society.” (Foucault, 1998,  p.93) 
According to the stalwarts like Foucault, power is a 
complex strategic situation in a given society or 
social setting. It is a measure of an entity‟s ability 
to control its environment, including the behavior 
of other entities. By way of providing the 
exponential idea that power can be exercised by 
anybody, anywhere and can owe its genesis from 
anywhere, Foucault refutes the traditional existing 
concept that it is exercised by some groups 
episodically and with sovereignty as mere acts of 
domination, and the source could be a structure or 
an agency. Furthermore, he also challenges 
vehemently the notion that it is applied vertically or 
horizontally. For instance, a friend can exert 
pressure on one‟s friend, an institute can dominate 
over the individual, even a worker in a shop can 
exhibit some instances of domination over one‟s 
customer and a media agency can play with the 
emotions of people and perpetuate power over their 
customers directly or indirectly. His approach has 
been one of the yardsticks widely been applied in 
the arena of critically appreciating the 
developmental thinking and power paradigms. 
In his 1974 seminal work entitled Power: A 
Radical View, Lukes upholds the idea that power is 
value-dependant, 
 “Both its definition and any given use of 
it, once defined, are inextricably tied to a given 
 set of value assumptions, which 
predetermine the range of its empirical 
application”.  (Lorenzi, 2014, p.87-95)  
When the question comes to the implementation of 
it, there is a disagreement among scholars; “Indeed, 
to engage in such disputes is itself to engage in 
politics” (Ibidem) (Lukes, 1974) 
Hanna Pitkin (1967) opines that political 
representation is the activity of making citizens' 
voices, opinions, and perspectives “present” in the 
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public policy making processes. Political 
representation occurs when political actors speak, 
advocate, symbolize, and act on the behalf of 
others in the political arena. In short, political 
representation is a kind of political assistance. 
In this paper, I will try to establish the relationship 
between language and power as we know that both 
of these are very much related to each other 
because if one loses its significance the other will 
lose its importance. So, language and power are 
always intertwined with each other, as the way a 
person writes or speaks determines his/her power 
i.e. the social status in the society. To understand 
the internal mechanism of media, an attempt has 
been undertaken in the proposed paper by 
analyzing one of the videos of political concern 
entitled The Power of 49 Video. The background of 
the video is in the context of a forthcoming election 
and is set in a beauty parlor where the characters 
are having an idle conversation. Suddenly, the issue 
of the security crops out of their discussion and the 
parlor maid is interrogated about what she does to 
make herself secure. She states that she utilizes her 
kaala tikaa (black spot) for the purpose of her 
security. Finally, she asks for several cups of Tata 
Tea Gold Brand tea to make them aware about the 
election and the female percentile figure of forty 
nine is fore-grounded along with the jaagore 
jaagore (awake, awake) music. 
Frederick Douglass supports the fact that language 
is always intertwined with power. In democratic 
societies we all believe that without discrimination 
on the basis of belongingness, such as race, color, 
sex, language, religion etc everyone is entitled to 
have all sorts of rights & freedoms however 
inequality and unfairness can be often found 
depending on the dynamics of power in many areas 
of real life situations. Hence we can deduce that 
power is not something that pre-exists but 
established. 
We all know that languages are the means through 
which we exchange our ideas and thoughts with the 
others. In other words, we could say that it is a fuel 
which triggers our desires and these desires get 
momentum when it has relevant powers in them. 
Thus for the execution of power through language, 
it is vital how we wield the languages in order to 
show absolute power. For instance, to show power 
through languages we often use the word “I” which 
is a super-charged word as whenever we say “I am 
“ or “I will” then the word that follows these 
phrases will speak the rest of the volumes that 
defines your desires or how you present yourself. 
2. Aims and Objectives: 
In this advertisement, the company uses the 
structure of language in order to assert the power to 
its viewers where they use the repetition of 
expressions to do this. The use of language in the 
media is a great thing to ponder as the languages 
which they use play a pivotal role in how content is 
presented before the audience. So in order to do so, 
they draw attention among the audience by 
providing contents which the audience wants to 
witness and also develop a relationship with the 
audience. 
They apply three major factors in order to show 
their power through languages and they are:- 
 Representation- how they present certain 
things 
 Identity- they try to present it 
sociologically like they use particular 
experts of particular fields. 
 Relationship- relationship between the 
producer and the consumer. 
2.1. Power, Ideology& their Ideological 
Expressions:  
Depending upon the different functions of 
languages, there are several ways in which power 
can be expressed. Power further alters a language 
sometimes which is possible only when there is 
absolute single authority. It is because of power 
that one has their significance and influence over 
others. It is because of the power of language that 
one is able to insult, persuade or command others. 
Ideologies, on the other hand, are a set of beliefs 
that are natural. According to Bourdieu ideologies 
have particular interests which they present as 
universal interests when somebody has a particular 
point of view on certain things they have 
ideologies. For making an ideology important there 
are certain aspects which make it a vital 
phenomenon. Some of them are media ownership, 
advertising income i.e. their Telivision Rating 
Points (TRP), sources from where the news comes 
etc. These all help structure the languages of media 
at an ideological level. These all are well-planned 
by the people who are behind the scenes. 
Ideologies act as filters which removes everything 
which doesn‟t fit to the values of the owners of the 
news. 
Powerful words and slogans are employed which 
strikes the minds of the individuals and this 
becomes successful when they want us to buy their 
ideas. They use the renowned faces of several 
celebrities to show their ideologies and execute 
them successfully. The idea of using celebrities is 
not accidental but intentional as they know that the 
viewers have a positive emotional connection with 
these renowned faces. So the power here exerted is 
in the form of who is utilizing it and how they are 
representing it i.e. the language they use. 
2.2. Foucault on power: 
He looks discourse on meso & macro level to 
analyze the influence of discourses with regard to 
interaction and agents. At the centre he says lies the 
individuality as well as the relationship between the 
discursive practices & formations & also the 
process of subjectification. Discourse is an 
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interactionist concept (Angermüller, 2001). For 
Foucault discourse must be seen as a collective 
measure rather than individuality. According to 
him there are four ways in order to have a proper & 
legitimate discourse:- 
 Which object or knowledge of area is 
discursively produced 
 What logic is used in constructing the 
terminologies 
 Who authorized the terminologies 
 Goals which are being pursued 
For him discourse is a system of statements. If all 
these four or any of these are missed then the 
discourse produced will not have an impact or will 
even be recognized. 
2.3 Language & the media: 
Language forms the very basis of media, and an 
analysis of the language of media becomes 
interesting as it is a forum where a range of 
disciplines of knowledge intersect via language. 
Therefore, discourses created by media touch upon 
different disciplines of knowledge tangentially. It 
serves to define what is of political concern, 
economic importance, cultural interest to us; we 
live in what is often described as media culture. 
Thus media virtually has become our imposed 
socio-politico-economic guiding force to develop 
our opinions which are actually not our opinions 
rather they are „„received opinions‟‟ thus shift 
power to its favor which creates a „„media-
hegemony‟‟. Media largely achieve it by using 
subtle socio-political and ideological values in 
crafty and implicit employment of linguistic 
resources. 
Media uses different ways to show power 
relationships with the languages they use. For 
instance they use different languages for the 
implication of new ideas and also to establish wider 
societal relationships. Language is a tool to 
represent ideas and as it represents ideas it 
undergoes a change. So whenever languages are 
used choices of representing things differently are 
made. It means a fact has different angles of 
representations. 
For media “degrees of presence” (Fairclough, 
1995, p.106) is important meaning different aspects 
can be fore-grounded, presented differently or even 
not mentioned at all. Van Dijk (1968) talks about 
relational aspect which means that there must be a 
common resemblance that has to be very much 
related to the fact what media presents. This 
relational aspect could be good for some and bad 
for some people. 
According to Foucault there are ways of 
representing any issue out of which some are 
powerful and hence named as „dominant 
discourses‟. The choices made regarding the 
presentation of the facts in the media have a lot to 
do with the power and also with the language 
attitudes and this enforces us as to which news to 
focus upon and which not. He states that 
knowledge and power is indivisible. It means 
languages are a fusion of both knowledge and 
power because he believed that both these are 
important and indivisible. He termed this as the two 
sides of the same paper. 
2.4 Language and social class: 
Languages representing social classes also 
represent the social identity and status and their 
sociolinguistic variation. Their social class may 
depend upon their age, background, geographical 
region and many other factors. 
We have different languages because of different 
social groupings and lives (Eckert). Social classes 
create hierarchies in the society and these 
hierarchies later on bring on variations in the 
language. These social variations later on help 
individuals to build up their own personal identity. 
Language is one of the universal things that 
everybody has a stake in. It is probably because all 
of us have an innate natural understanding of the 
fact that our knowledge, identities, perceptions, 
ideologies, socio-political attitude, etc are realized, 
asserted, and developed through language. People 
alter their style of speaking in different situations to 
stand socio-linguistically relevant as they know 
that the language they use does many things- 
creates an image, develops attitude, shapes thinking 
etc. sub-consciously. However, an individual‟s 
choice of speech style has symbolic value and 
interpretative consequences that cannot be 
explained simply by correlating the incidence of 
linguistic variant with independently determined 
social and contextual categories. 
Sociolinguistic variables are themselves 
constitutive of social reality and can be treated as a 
part of a more general class of indexical signs 
which guide and channel the interpretation of 
intent. It suggests us that language used by people 
involves variety of factors which do not merely 
come under the domain of grammar, syntax, and 
morphology etc. Discourse analysis is one of the 
branches of linguistics which goes beyond the 
boundaries of linguistic items and treats language 
as social entity. Discourse analysis takes into 
account variety of contexts- social, political, 
cultural, economic, psychological, and 
anthropological and manipulation that people bring 
when they talk in real situations. 
3. Materials and Methods: 
 “Critical Discourse Analysis (CDA) is 
crucially interested in the social conditions of 
 discourse, and specifically in questions of 
power and power abuse, but has also failed to 
 develop more explicit theories of context 
as a foundation for its own critical enterprise. 
 Obviously, power is not shown just in 
some of the aspects of “powerful speech,” and we 
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 need  insight into the whole, complex 
context in order to know how power is related to 
 text and talk, and more generally how 
discourse reproduces social structure.” (Van Dijk, 
 2008)  
Critical Discourse Analysis (CDA) grants this 
liberty and cuts across other disciplines of 
knowledge. Besides, CDA sees discourse as a 
socially conditioned and socially constitutive 
entity. Furthermore, discourse is an instrument of 
power, and its importance is on rise in 
contemporary societies. The way this instrument of 
power works is difficult to understand, and CDA 
aims to make it more visible and transparent. 
Barbara Johnstone regards it as  
„A systematic, rigorous way of suggesting 
answers to research questions posed in and 
across discipline throughout humanities 
and social sciences and beyond‟ 
(Johnstone, 2002: p.xiv). 
CDA focuses on how language is an ingredient of 
power processes resulting in, and sustained by 
forms of inequality, and helps in garnering the 
crucial understanding of the wider aspects of power 
relations. 
CDA is an approach of studying a text which gives 
it a special feature of criticism and also a way of 
analyzing a text with regard to socio-political 
context involving languages and communications. 
It is a theoretical and methodological approach 
which assists us in the effective study of problems 
like sexism, racism or social inequality. It is a 
multidisciplinary field which focuses profoundly 
on the issue and society and also their discourses in 
between. Through discourse one can focus upon 
the relations of power, dominance and inequality 
not within but also outside the society. Like in 
power domain, it exhibits social relations and 
differences of concepts like class, gender, race, 
ethnicity, language etc. 
Among the descriptive roles of CDA it is the 
attempt to uncover, reveal or disclose what is 
implicit or hidden behind one‟s ideology. By 
applying all these methods, CDA influences minds 
of people in the interest of powerful. It also is an 
attempt of studying elite discourses and also their 
cognitive and social conditions and consequences, 
against the resistance of their domination. It helps 
us in examining the nature of social power and 
power abuse and also the way its dominance is 
exercised or enacted. In CDA a specific language 
variant is used in order to respond to how to 
provide information. A powerful discourse not only 
affects the communicative action but also the 
minds of the people. (Finger) It examines patterns 
of access & control over contexts, text & 
communication. 
 
 
3.1. Media discourses: 
Communication media are everywhere and 
collectively have emerged as a global central 
nervous system. Media serves to define what is of 
political concern, economic importance, cultural 
interest to us; we live in what is often described as 
media culture. Thus media virtually has become 
our imposed socio-politico-economic guiding force 
to develop our opinions which are actually not our 
opinions rather they are „„received opinions‟‟ thus 
shift power to its favor. This power creates a 
„„media hegemony‟‟. Media largely achieve it by 
using subtle socio-political and ideological values 
in crafty and implicit employment of linguistic 
resources. To understand the internal mechanism of 
media which is largely based on language or other 
linguistic modes of communication it is necessary 
to see it from a variety of contexts under which 
media uses language.  
Macdonald says that the discourses in the media 
are very much dependent upon the notion of 
construction. She also says that it is the way of 
inculcation of one‟s ideas or ideologies through 
cross cultural comparison which is reflected 
through ambience responses, which she termed as 
ideological investigation. She also talks about the 
trend of personalization where the feminist 
perspective is interesting. She suggests about the 
correct & appropriate use of vocabulary & modals 
of presentations.  
Norman Fairclough has provided a framework of 
three dimensional analyzes to Critical Discourse 
Analysis: 
1. Textual 
2. Discursive 
3. Sociological 
The advertisement is set in a metropolitan setting 
and the context is that of a beauty parlor where a 
group of girls are having chat on casual stuffs. 
Except one girl who is featured as the beautician, 
all the other girls are friends who have come over 
here for dressing. They all seem to be in jollity and 
enjoyment. The Election Day is coming forth very 
soon and they are supposed to cast their votes 
according to the campaign. One girl initiates the 
conversation by talking about the security of 
women and how to get rid of the situation. The 
only way according to her is through spraying 
pampers into the eyes of the attackers. But the 
serving girl states that she used to apply a black 
mark to do the same. When she is interrogated she 
tells that everyone should apply the black mark and 
insist that educated people need to apply the same. 
In addition, there is no any matter of the play of 
superstition in doing that. To make them aware she 
orders for cups of tea for all. In other words, to 
make themselves awake politically or from the ages 
of sleep they need to take the tea of Tata Gold 
brand. 
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4. Results: 
4.1 Description of the advertisement: 
Transliteration of the spoken discourse in the 
Tata Tea Gold advertisement video: 
S1: pisss….pisss….. 
S2: oh! Very cool. 
S3: kyA hai meDama ? 
(What is this, madam?) 
S4: pampers sprayers. 
S5: koI tumhAre sAtha phanI biheva kare nA, to 
pisss……pisss….straight in the eyes….. 
(If one behaves with you in a wrong manner, then 
pisss……pisss….straight in the eyes…..) 
S6: we all need one now-a-days, na? 
S1: tumhe bhi apane liye kucha karanA cAhiye. 
(You should also do something for yourself.) 
S3: hama kAlA TikA lagAte haiM. 
(We use a black mark.) 
All except S3: kAlA TikA? 
S5: vo bUrI nazara vAlA type 
(like the evil eye) 
S6: superstitions yAr. That‟s very sad! 
S1: kAlA TikA lagAne se kucha nahIM hogA 
(Nothing will happen if you use the black mark.) 
S4: education problem guys. 
S3: actually, meDama, ejukeTeDa logoM ko bhi 
kAlA TikA lagAna cAhiye, kAlA TikA 
(Even the so-called educated persons also should 
use the black mark, black mark.) 
S1: oh, really! 
S4: excuse me! Are you serious? 
S3: voTa kisi aisA netA ko do jo hamAri sephaTI 
ke liye kucha kare, 
jAgore...jAgore...jAgore...background music) 
(Vote such a candidate who will really voice for 
our security.) 
saba ke liye cAya (Bring tea for all.) 
hama aurateM 49% voTarasa haiM apane muddoM 
ke liye voTa do 
(We the female are 49% voters. Vote for your own 
issues.) 
49 ke pAvara ke liye voTa do, Tata Tea Gold. 
(Vote for the power of 49) 
 
4.2 Analysis of the verbal content: 
The very first speaker uses the terms like 
“piss…piss…” which refers to the fact that she is 
one of the educated metropolitan Indians. Unlike 
the speaker I and II, the speaker III tends to show 
that she belongs to the lower strata of the society as 
she is using terms of Hindi with some honorifics 
like „madam‟. This honorific is used by her in 
almost all the lines of the conversation, except 
some of them as those lines were spoken by the 
other speakers in the conversation. 
The relational value of choosing the word like 
„madam‟ has to do with the significance of giving 
respect to a person of high class, the absence of 
which would have created a zero distinction pattern 
of classes in the conversation. The use of words 
like „madam‟ easily helps us in getting the fact that 
the class distinction is very much prevalent in 
today‟s society and especially in countries like 
India. 
The impact also gets aggravated with the use of 
terms like „kala tika‟, somewhere in the 
conversation depicted as the safety tool for women, 
is denied by the women who are regarded as the 
most prestigious characters of the conversation, 
which is also supported by several others sitting 
there in the parlor. This difference of thought can 
be easily figured out by the readers when one of the 
speakers uses the word like „superstition‟ which is 
very much related with people of lower class. Thus 
the selection of vocabulary in the conversation was 
done so aptly that one can easily get the idea of 
class distinction. The speaker who is regarded as 
the most educated in this conversation also 
criticizes the notion of using „kala tika‟ and terms 
this as a work of uneducated people and creates a 
mindset in the viewers that the people from high 
classes don‟t allow all these things. She terms this 
as a practice of the people who are less educated 
and less privileged in the society. This thinking and 
perception of that educated woman is criticized by 
the main protagonist of the conversation by turning 
the use of the term „kala tika‟ into a positive effect 
and she uses the first person pronoun „hum‟. By 
doing so she includes and speaks on behalf of all 
those people who belong to that class and do the 
same. This representation is relationally significant 
here because the uses of pronoun „hum‟ (we) is 
indicative of the identity of all those women who 
belong to that class. 
Referring to the symbol „kala tika‟ one of the 
speaker in the advertisement also uses the words 
like „superstition' which is very much related with 
the people from the lower strata of the society. 
Thus, the selection of words itself is done so aptly 
that one can easily get the idea of class distinction. 
Another speaker who is figured as the most 
prestigious and educated in the advertisement 
criticizes the notion of using words like „kala tikka‟ 
and terms it as a deed of uneducated people and 
creates a mindset in the viewers that the people 
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from upper class don‟t entertain these superstitious 
practices. She terms it as a practice of the people 
who are less educated and less privileged in the 
society. This thinking of that particular woman is 
turned in to a positive effect by the protagonist of 
the advertisement at the end where she relates that 
symbol i.e. „kala tikka‟ with the political conditions 
of the society and also with the power of vote in a 
democracy, where she reveals the fact that the 
women have mass percentage of voting i.e. 49% 
which is almost half of the population. The 
advertiser has also employed the slogan „jaagore‟ 
repeatedly at the end in order to show the power of 
the term that the country must awake while voting 
is going on as it is one‟s constitutional right, but 
most of us has forgotten our duty of voting so in 
order to wake the citizens up this slogan (jaagore) 
has been used. The advertiser has smartly used this 
technique of using this as slogans when a buyer 
goes to market in order to purchase that product 
then he must not forget to buy the same which he 
has seen in the advertisement. Consequently, the 
motif behind is the marketing of the product which 
gets successfully executed by advertiser. In this 
way the advertiser has used a soft–sell strategy in 
order to make the product a successful launch. 
4.3 Visual Content: 
The advertiser has deliberately set the 
advertisement under metropolitan setting where the 
less educated people are less valued and less 
exposed to modernity. The advertiser has also 
equipped the advertisement with all those features 
which seems to be the representation of modernity- 
well maintained parlor shop with beauty 
equipments, air conditioner, women wearing 
westernized dresses, using smart cell phones etc. 
The advertiser has used all sorts of possible 
techniques in order to show the newly globalized 
world which marks the emergence of modern 
individualism. 
The advertiser has also focused on the individuality 
of the two main speakers who were the main 
reflections of the advertisement in order to show 
the concept of individual identity which is very 
much prevalent in today‟s modern society. The 
setting of the parlor depicts the different attitudes 
of women upon the same issue which was quite 
different from one another and this shows the 
difference of a high class and a low class people of 
the society. The people shown in the 
advertisements except the protagonist were using 
English language, the symbolic identity of being 
modern and also the identity of people belonging 
from metropolitan cities where majority of people 
speaks English irrespective of their class and 
society. 
The advertisement conveys the message that one 
needs to think seriously about one‟s duty. So far as 
modernity is concerned, it is not restricted only to 
popular icons rather it refers to actively 
participating in nationally significant processes. 
The protagonist who speaks on behalf of other 
people belonging from the same class and society 
opens up the eyes of several others who are highly 
educated and sitting there in the parlor by showing 
her finger which is marked with a symbol of black 
dot (kala tikka) which signifies the fact that no 
matter how modern she is, but is very much 
conscious about the nation‟s political situations and 
problems and more often to her power of voting 
which can bring a change in the society and in the 
country as a whole. 
Advertisement makers have very limited time to 
convey their message so they use a variety of 
techniques before designing the advertisements. In 
this advertisement the advertiser has used all 
possible sources of influence which can not only 
attract women from different societies but also 
force them for voting and to know about their 
voting rights which will decide their safety and 
position in the society. This schema of the 
advertisement was nicely presented by the 
advertiser in this advertisement. 
5. Conclusions: 
From the foregoing discussion and analysis we can 
deduce that creators of the advertising industry are 
very much familiar with the fact that representing 
and selling products or ideas also mean 
representing and selling identities. It is quite clear 
here that if we buy a product, we actually buy their 
identity and ideology and at the same time we 
contribute to it through the consumption of the 
same. So here it is depicted that buying a product 
simply means buying an identity or way of life. 
On the other hand, this advertisement seems to 
break the stereotypical image of women or people 
belonging from lower class whom we believe, does 
not have the right of anything like „voting‟ in the 
past but now as the scenario has been changed, 
they can also be a part of successful society, 
politics or country where they have almost half of 
the majority i.e. 49% (mentioned in the 
advertisement at last) which can play a vital role in 
the representation of a developed society and also 
the country as a whole.  
The advertisement also shows that it has the 
potential to challenge, modify or reinforce the 
prejudiced image and thoughts about the women of 
a particular society. It also has changed the 
patriarchal mindset of the society where the women 
were not considered as a progressive aspect of 
society and always have been subjugated by the 
male-chauvinism. It is a reaction against the male-
chauvinism and patriarchal approaches of society 
where the females are always trailed on back foot 
positions. 
Using all the above features the advertiser has not 
only advertised the product but has also put 
forward the socio-political situation of a country 
where the educated women are not aware of voting. 
It seems to be a good opportunity for a company 
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like „TATA TEA‟ to create inventive 
advertisements focusing upon the situations of the 
women in the society which makes the way 
possible and easier for them to market their 
products nicely. 
Finally, this advertisement further equalizes the 
power of nation with the power of individual 
Indians which makes this advertisement so 
successful and impressive that even if one forgets 
to buy this then also it will not happen as it has left 
a an indelible mark on to the minds of its viewer 
and consumers. Therefore, this advertisement has 
created an illusion in to the minds of its viewer that 
one should not forget to drink „TATA TEA‟ in 
order to be politically and socially awakened. 
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